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F o r P e e r R e v i e w Student's desire and intention to pursue a career in sales continue to lag behind industry demand for sales professionals. This paper develops and validates a reliable and parsimonious scale for measuring and predicting student intention to pursue a selling career. The instrument advances previous scales in three ways. The instrument is generalizable across academic settings and is shown to be sensitive to differences across varied course coverage and learning activities. The instrument is parsimonious and offers high reliability coefficient. Finally, the instrument is validated both before and after exposure to a sales module, thus capturing perceptual and attitudinal changes as students become more familiar with this career option. 
Introduction
Although unemployment rates in the U.S. and worldwide remain high relative to the prefinancial crisis levels of 2008, the need for students with sales aspirations continues to grow given the current and projected world-wide shortage of professionally qualified salespeople (ManpowerGroup, 2012; U.S. Bureau of Labor Statistics, 2012) . Recognizing this supplydemand chasm, institutions of higher education are increasingly adding sales classes to their curricula. In the U.S. alone, the number of colleges and universities offering at least one sales class reached 101 in 2011, up from 44 three years earlier (DePaul University Center for Sales Leadership, 2012) . The growth in sales curricula coincides with the emergence and expansion of specialized university sales centers/institutes (University Sales Center Alliance, 2013).
Combined, these trends provide students with an increasing array of classroom and experiential learning activities that prepare them for a career in sales.
However, given this positive job outlook and expanded educational opportunities, business students' intent to pursue a sales career is surprisingly low (Karakaya, Quigley, & Bingham, 2011; Manning, Reece, & Ahearne, 2010) . Student reticence is attributed to a number of factors including a negative image of salespeople and the selling profession (Barat & Spillan, 2009; Honeycutt et al., 1999) , salesperson ethics (Burnett, Pettijohn, & Keith, 2008; Kavas, 2003; Kerin, Hartley, & Rudelius, 2009; Sparks & Johlke, 1996) , and a lack of knowledge of the sales field (Dubinsky, 1980; Swenson et al., 1993) . As the boundary spanner between students and employers, marketing educators can play an important role in motivating students to consider a sales career, preparing them for entering the field, and placing students in sales positions (Cummins et al., 2013) . Research is thus needed to better understand perceptual and attitudinal constructs that affect student intent to pursue a sales position and what course content and learning activities that best motivate this intent (Bristow et al., 2011Gray, Peltier, & Schibrowsky, 2012 Deeter-Schmelz & Kennedy, 2011) .
The Principles of Marketing course is an ideal curricular entry point for improving students' perceptions of sales, and in turn, the desire to pursue a sales career. The course provides students with their first extensive exposure to the field of marketing, and as such, serves as a reality check for overcoming wide-ranging preconceptions about the sales discipline (Swanson & Wald, 2013) . The introductory marketing class also acts as the gatekeeper to other marketing courses. Overcoming negative perceptions of salespeople and selling in this first marketing course may increase interest in taking other sales classes or pursuing a professional selling major, minor, or other curricular option. Research seeking to identify the most effective learning objectives, course design, and pedagogical techniques for stimulating student interest in sales early in business education programs is thus warranted (Bobit, 2010) .
Responding to calls for research that offer comprehensive frameworks for assessing student perceptions of professional selling as a career option (Karakaya, Quigley & Bingham, 2011) , we develop and validate an instrument for predicting students' Intent to Pursue Sales Career scale (ITPSC). Based on the literature, the antecedent constructs used as predictors of Intent to Pursue are perceptions of (1) selling ethics, (2) sales profession, (3) sales knowledge, and (4) salespeople. The scale development and validation approach contributes to the sales education literature in three ways. First, data were collected at three universities, each with varying degrees of sales curriculum offerings. The scale thus has generalizability beyond a single academic setting. Second, the scale demonstrated higher reliability coefficients compared to previous studies while preserving parsimony. Third, virtually all past studies in this area measured perceptions and intent at a single point in time. The present study validates the intent The scale thus captures perceptual and attitudinal changes as students become more familiar with this career option, and how these changes differentially affect perceptions of a selling career.
Further, perceptions and intent to pursue were accessed using two different in-class learning scenarios, demonstrating that the ITPSC scale is sensitive to differences across varied course coverage and learning activities. Lastly, the ITPSC scale was re-administered in the following semester in large Principles of Marketing sections at three universities for final scale validation.
Literature Review
The abundance of sales positions for new graduates runs counter to recent economic trends of sustained unemployment and underemployment across wide-ranging economic sectors.
While some of this supply-demand gap can be explained through the historical lack of comprehensive sales curricula, there is a persistent image problem among students seeking employment after graduation. The perception that sales is not a desirable career has been documented by scholars since the late 1950s (Ebey, 1957; Staunton, 1958) . This active avoidance of selling careers has persisted nearly without interruption (Mason, 1965; Ditz, 1967; Paul & Worthing, 1970; Thompson, 1972) . In fact, scholars have shown selling's perception problem to be robust across educational exposure (Bristow et al., 2004; 2006; Bristow, Gulati & Amyx, 2006; Swenson et al., 1993 , Pettijohn & Pettijohn, 2009 ), race (DelVecchio & Honeycutt, 2002 , generation (Bristow et al., 2011) , and nationality (Karakaya, Quigley & Bingham, 2011; Honeycutt et al., 1999; Barat & Spillan, 2009) .
Across more than a half-century of study, the overarching goal of this research stream has been to identify what factors drive job seekers into sales careers. Dubbed "intent to pursue," scholars continue to search for the combination of perceptual and attitudinal factors that coalesce to overcome the entrenched negative stereotypes of selling as a career. The majority of this research, especially of late, has been focused on improving college and MBA students' intent to pursue sales careers as graduates are viewed as possessing the professional skills and motivation to succeed in the changing sales landscape (Tomkovick, Erffmeyer & Hietpas., 1996; Murray & Robinson, 2001; Weilbaker & Williams, 2006; Leasher & Moberg, 2008; ) .
Overall, the investigations of college students' intent to pursue sales represent a variety of approaches and results. Within the past two decades, scholars surveyed students to identify preferences for a variety of sales and marketing careers based on job attributes (Swenson et al., 1993; Honeycutt et al., 1999) . Using conjoint analysis, Swenson and colleagues (1993) showed that the career attribute of higher salary was most consistently related to a preference for a sales career. Honeycutt and colleagues (1999) asked undergraduate students to rate positive and negative job descriptors, finding that sales jobs were viewed as less appealing than other business careers. Pettijohn and Pettijohn (2009) confirmed these findings with MBA students.
Another stream of research focused on key attributes and characteristics thought to impact selling's appeal to students. Using step-wise regression (DelVecchio & Honeycutt, 2002) and between group analysis of variance tests (Honeycutt et al., 1999) , these studies explored the impact of personal characteristics (i.e., education, ambition, career desire) and job attributes ( i.e. autonomy, salary, international nature) on intent to pursue. Both studies looked for differences in intent across groups, and both found much the same situation-students with low intent to pursue sales regardless of race (DelVeccio & Honeycutt, 2002) or nationality (Honeycutt et al., 1999) . Donoho, Heinze & Kondo (2012) identified gender differences among students' evaluations of personal selling ethics, specifically that students' ethical perceptions of sales and F o r P e e r R e v i e w 6 salespeople has been a continual topic of investigation as it relates to interest in selling careers (e.g. Stevenson & Bodkin, 1996) .
A group of scholars led by Bristow have investigated the impact of educational exposure to sales on students' intent to pursue sales careers (Bristow et al., 2004; Bristow, Gulati & Amyx., 2006; Bristow et al., 2006) . These studies utilize the Marketing Lens Model (MLM) framework as a tool to predict individual differences in sales perceptions and intent. The MLM framework contends that students will exhibit significantly different cognitive assessments of various elements of professional selling and sales management, partly due to different educational exposure to sales. The elements investigated include items related to a sales career, sales skill set, customer orientation of salespeople, and the perception of sales by others. These studies found that the educational exposure of students to sales through specific sales courses can impact intent to pursue selling as a career. Sherwood et al. (2012) found that a lesser educational intervention-providing positive facts about sales careers to students via reading material-did not influence student's intent to pursue. Clearly, additional research into the efficacy of different educational interventions is needed.
Across these studies and others (e.g. Churchill, Ford & Walker, 1974; Bristow et al., 2011; Karakaya, Quigley & Bingham, 2011) , four selling dimensions have emerged as the primary contributors to students' intent to pursue a career in sales. These perceptual and attitudinal dimensions are sales profession, salespeople, sales knowledge, and sales ethics.
While other labels have been assigned and a plethora of statements and questions have been utilized, these four dimensions represent the culmination of 50 years of research in this area.
Below, we discuss the basis for including each of these dimensions in our investigation. 
Sales Profession
From an early age, children are presented with idealized portraits of professions. Parents encourage children to pursue noble and well-regarded professions including health, education, and public service. The perception of a profession is formed throughout life and the progression of a group of related jobs into a profession is a cultural artifact years in the making. As discussed by Hawes, Rich & Widmier (2004) , the development of selling jobs into a profession that is accepted and admired by society is still in progress. Students' perceptions of the sales profession-the personal satisfaction, value, and worth to society that the sales profession offers-is expected to offer insight into the intention to pursue such a career. Previous research (e.g. Churchill, Ford & Walker, 1974; Bristow et al., 2006) has shown that positive perceptions of the profession influence intent. In summary, the present expectation is that higher regard for the sales profession will result in higher levels of intent to pursue sales.
Salespeople
The perception of salespeople is expected to contribute to the intention to pursue a selling career.
Just as doctors and firefighters are portrayed and perceived as altruistic and caring, salespeople are often portrayed negatively in the media (Dubinsky, 1981; Dubinsky & O'Connor, 1983; Jolson, 1972; Thompson, 1972) . 
Sales Knowledge
As described, many studies have shown that sales knowledge attained through exposure to sales from educational or work experience can influence a student's intent to pursue a sales career.
Similarly, students a lack of awareness of the sales profession has been attributed to low opinions of sales careers (Dubinsky, 1980; Swenson et al., 1993) . It is theorized that exposure to the profession counteracts the societal bias against sales as a career and the negative stereotypes of salespeople (e.g. Bristow et al., 2006; Bristow, Gulati and Amyx, 2006; Pettijohn & Pettijohn, 2009 ). Additionally, improving student understanding of the changing role of professional selling in the marketplace, including increased team work, enhanced use of technology, and a focus on innovation and customer orientation can be expected to improve student intent to pursue a sales career (Oviedo-Garcia, 2007) . Thus, the expectation is that student exposure to sales knowledge will positively influence the intent to pursue sales.
Sales Ethics
As studies have shown, a student's ethical perceptions of sales influence their intention to pursue a sales career (e.g. Burnett, Pettijohn, & Keith, 2008; Lysonski & Durvasula, 1998; Sparks & Johlke, 1996; Klein, Laczniak, & Murphy, 2006; Pettijohn, Pettijohn, & Taylor, 2007) . While the source of ethical doubt can, and has been, debated (see Kerin, Hartley& Rudelius, 2009; Hawes, Rich & Widmier, 2004) , it is clear that ethics play a role in sales career choice, satisfaction, and success. Ethics have also been shown to vary depending on gender (Donoho, Heinze and Kondo, 2012) and education (Nguyen et al., 2008) , which suggests that perceptions of sales ethics may systematically vary regardless of the target of the ethical question. Thus, the expectation is that a more positive perception of sales ethics will result in increased intentions to pursue a career in sales. 
Gaps in the Literature
Although prior research has advanced the literature on students' intent to pursue a sales career, shortcomings remain. In our review of the available literature, we could find no instrument that met all four of the following criteria: parsimony, construct validity spanning the domain of possible dimensions, validity across samples, and validity across educational interventions. Existing instruments also vary in length. For example, in their comprehensive review of the sales intent literature Karakaya, Quigley, and Bingham (2011) integrated existing instrument items from five previous studies ranging in years from (Churchill, Ford &Walker, 1974) to (Bristow et al., 2006) . While factor loadings were generally high, their instrument contained over 50 items. A more parsimonious instrument has the advantage of increasing student's willingness and ability to complete the questionnaire without experiencing survey fatigue or failing to finish (Churchill & Iacobucci, 2010) . A more parsimonious instrument also enables the researcher to add other variables that may affect intent to pursue such as psychographics, effectiveness of varied class activities, and instructor characteristics.
A review of the extant literature also shows that studies that examine intent to pursue a selling career vary in the range of selling dimensions investigated. The present research maximizes the domain of constructs used to assess intent to pursue while maintaining parsimony.
For example, although Karakaya, Quigley, and Bingham (2011) included items from seven dimensions found in the literature, sales knowledge was omitted. Of significance to scale development, these authors conducted separate factor analyses specific to each of their dimensions and only feelings toward a sales career was regressed against intent to pursue. As the present study shows, there is overlap in these dimensions and each is significantly related to intent to pursue. (Honeycutt & Thelen, 2003) to 1203 respondents (Swenson et al., 1993) . Averaging the most recent 11 works offering intent to pursue instruments, the average sample size is 457 with a median size of 271. See Table 1 for a review of existing work.
[Insert Table 1 About Here]
Scale Development and Procedure
The primary goal of the present study was to develop a valid, reliable and parsimonious scale linking antecedent constructs to students' intent to pursue a sales career. The methodology used for developing and testing the ITPSC scale followed the widely accepted guidelines set forth by Churchill (1979) , Campbell and Fiske (1959) and Peter (1979) . Consideration was also given to overcoming scale development criticisms related to inadequate sample sizes and a lack of replications across samples and interventions (Flynn & Pearcy, 2001 ).
Initial Questionnaire Development
Questionnaire items specific to the aforementioned four selling dimensions and intent to pursue a sales career were selected and/or adapted from the relatively small number of published This item development process resulted in an initial set of 46 questions related to perceptions of (1) the sales profession, (2) salespeople, (3) sales knowledge, and (4) sales ethics. Four questions were also included to measure intent to pursue a sales career: (1) I am interested in pursuing a sales position when I graduate, (2) Obtaining a position in sales is a priority for me 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59  60 F o r P e e r R e v i e w 11 after graduation, (3) Obtaining a sales support position would interest me, and (4) At some time during my career, I will probably hold a position in sales. All items utilized a 5-point Likert scale ranging from 1 = strongly disagree to 5 = strongly agree. Control variables included gender, year in school, major, and whether the respondent has had a sales internship or job.
Sample and Procedure
The questionnaire was distributed in large Principles of Marketing classes at a midwestern and a western University. The Principles of Marketing class was selected because of the ability to assess perceptions about and intent to pursue a sales career before and after exposure to sales-related content, thus allowing for the ability to measure scale sensitivity to changes in sales knowledge. The midwestern university had recently launched a sales center and offers four sales-related courses and a sales internship. The western university offers only one sales class. The questionnaire was distributed online approximately two weeks before presentation of personal selling and sales management content and one week after exposure. The profile of respondents pre/post-exposure to sales content by university is presented in Table 2 (n= 752).
[Insert Table 2 About Here]
Scale Validation
A staged approach was implemented for assessing face, content, predictive, and convergent validity of the ITPSC scale. The scale validation process is shown in Figure 1 . Face validity was achieved through a review of past studies as a means of identifying relevant dimensions and scale items. Content validity was assessed via an exploratory factor analysis (EFA) from the initial samples. Predictive validity was determined via a regression analysis using the four antecedent constructs as independent variables (plus controls) and the summed intent to pursue 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 score as the dependent variable. Structural consistency was determined by examining the factor structures across universities and educational interventions. A confirmative factor analysis (CFA) from a validation sample using the final set of items from the initial analysis was conducted, showing high levels of predictive and convergent validity. Lastly, a short form ITPSC Scale was validated using a subset of questions from each antecedent construct while maintaining minimum coefficient alpha scores above .80 (Nunally, 1978) .
[Insert Figure 1 About Here]
Exploratory Factor Analysis
The 46 initial items representing the four theoretical antecedents of intent to pursue were subjected to an exploratory factor analysis (principal component with Varimax rotation). The responses from the two universities prior to and after exposure to sales content were aggregated (n=752). Pursuing the goal of parsimony, items with factor loadings less than .6 or greater than .4 on other dimensions were dropped from the analysis. This analysis yielded four factors (23 items) with eigenvalues greater than 1 and explained 66% of the variance. Next, an item-to-total correlation analysis was conducted on the 23 items. The coefficient alpha for each of the measures was computed to estimate the reliability. Items with low item to total correlations were eliminated. A total of 22 questions remained after the initial EFA. The items for each of the ITPSC scale dimensions, means and standard deviations, factor loadings and coefficient alphas are shown in Table 3 . The total variance explained was 66%. Perceptions of sales ethics explained 21.1%, perceptions of the sales profession explained 18.6%, sales knowledge explained 18.5%, and perceptions of salespeople explained 7.8%.
A separate factor analysis was conducted utilizing the four direct measures of the intent to pursue a sales career (dependent variables). All loaded on a single intent to pursue dimension. 21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 These four items were summed to create an "Intent to Pursue Score" with a summed scoring range of 4-20.
[Insert Table 3 About Here]
Predictive Validity
To assess predictive validity, factor scores for each of the selling dimensions were used as independent variables and regressed against the summed Intent to Pursue score. Gender (female = 0, male = 1), year in school (interval scale), whether a marketing major (0, 1), whether a non-business major (0, 1), and whether the respondent had ever had a job/internship in sales (0, 1) were used as control variables. The regression findings are shown in Table 4 [Insert Table 4 About Here]
Structural Scale Consistency Across Conditions
The factor structure shown in Table 3 was then used as the base dimensionality for assessing scale consistency across the four conditions. Specifically, an identical principle components factor analysis was conducted for each university and for each sales content intervention. Establishing cross-sample structural consistency increases confidence that the 21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 [Insert Table 5 About Here] As a final check for structural consistency, the ITPSC scale was distributed in a large Principles of Marketing class at a third university (n=102). While this university does not have a sales center, it offers multiple sales courses. The instrument was administered only after exposure to sales content to control for any effects associated with any test-retest demand artifacts. Although the variance explained for each dimension shifted slightly, the four factor solution held, with 62.3% of the total variance explained. The variances explained for sales knowledge (18.1%), sales ethics (18.0%), sales profession (17.7%), and salespeople (8.5%) were in line with the previous structural results. None 
Sensitivity to Educational Interventions
To determine whether the ITPSC sale was sensitive to potential educational interventions, the midwestern university used three guest speakers (all on the same day) to cover personal selling and sales management content. The western university used a lecture format covering sales content from the assigned textbook chapter. Based on the experiential learning literature, it is expected that the use of guest speakers through their relaying of real world knowledge will have a greater impact on enhancing perceptions of a sales career than the textbook-based presentation (Gray, Peltier & Schibrowsky, 2012) . Table 6a shows the pre-and post-exposure results for the Western university and Table 6b does the same for the Midwestern University.
For all conditions and across universities, the regression results show that each sales dimension is highly significant and in the hypothesized direction. Analyses were also conducted to determine whether the ITPSC scale was sensitive to educational interventions. The regression results from Tables 6a and 6b provide support through the increased R-squares from the pre-to post-exposure scores for each university. The regression analysis for the validation university, which didn't use a pre-exposure questionnaire, also showed a much higher post-exposure ܴ ଶ .
[Insert Table 6a About Here]
[Insert Table 6b About Here] Table 7 and Table 8 offer additional support for scale sensitivity. It was expected that the use of guest speakers would be more effective that a traditional lecture format for increasing Intent to Pursue and improving sales perceptions/knowledge. Table 7 presents the regression equations aggregated by pre-exposure and post-exposure; each includes university as a control variable. As Table 7 shows, university was not significant in the pre-exposure regression, but it was significant in the post-exposure equation. This finding provides evidence that the guest Table 8) offer corroborating evidence of scale sensitivity. Specifically, no significant differences existed for the individual or summed Intent to Pursue scores in the two pre-exposure conditions, setting base comparison points. In contrast, while there was only one significant increase in the pre-vs.
post-exposure scores using the traditional lecture format, the guest speaker educational intervention had significant improvements on 22 of 26 items, including all of the Intent to Pursue measures. The post-exposure responses for the guest speaker intervention produced significantly more positive perceptions about sales compared to many of those obtained at the Western university, including all of the intent measures (Table 8 ). In combination, the results provide strong evidence that the ITPSC scale is sensitive to educational interventions.
[Insert Table 7 About Here]
[Insert Table 8 About Here]
Final Scale Validation --Confirmatory Factor Analysis
The scale validation process to this point used data from an initial set of 50 questions (four intent to pursue items and 46 perceptual statements). Following Churchill (1979) , the reduced the ITPSC scale (22 antecedent statements and four intent to pursue statements) was administered in the large Principles of Marketing sections in the following semester at the same three universities (n = 859). To confirm the four-factor structure, the remaining 22 items were subjected to a confirmatory factor analysis to corroborate the unidimensionality of the measures.
Specifically, a model was estimated in which the items were required to load on their a priori specified factors with each factor allowed to correlate with the other factors (Anderson & (Nunnally, 1978) .
Reduced Scale
The scale development and validation process resulted in a 26-item scale, including 22 antecedent statements and four intent to pursue measures. Mindful that some researchers may be willing to sacrifice reliability/variance explained for even greater parsimony, we re-examined our data and kept the highest factor loading coefficients for each construct (see Table 3 ) needed to preserve a coefficient alpha of at least .80. Nine items were thus eliminated. To confirm factor structure after the removal of nine scale items, the 13 remaining antecedent measures were subjected to a factor analysis. All items loaded as before. The 13-item scale is shown in Table   9 . With this shortened scale, the reliability of selling ethics was .82, sales profession was .83, sales knowledge was .83, and salespeople was .83. The overall R² for the reduced scale dropped from .44 to .40. 
Conclusion and Future Research
Responding to gaps in the marketing education literature (Bristow et al., 2011; DeeterSchmelz & Kennedy, 2011) , the primary purpose of the present study was to develop a comprehensive scale for measuring and predicting students' intent to pursue a professional selling career. The findings from the initial and validation studies show that the ITPSC scale is reliable and valid across multiple universities (n = 1571), educational interventions, and points in time. The findings also show the structural stability of the scale in that no items shifted dimension across the various schools or educational interventions. The study extends Karakaya, Quigley & Bingham (2011) through scale expansion while greatly increasing parsimony.
Because all of the scale items used to predict intent to pursue were combined in a single factor analysis, rather than the separate analyses conducted by Karakaya, Quigley & Bingham (2011) , the ITPSC scale provides a clear distinction between intent to pursue dimensions. Moreover, because all of the scale dimensions and control variables were included in the intent to pursue regressions, their direct effects (including perceptions of a sales career) are jointly assessed. A 13-item ITPSC scale was also validated with slightly lower levels of reliability and predictive validly.
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(1) Bolded denotes where POST-Exposure scores in Midwestern University (Guest Speakers) are significantly more positive compared to other conditions. For Sales Ethics, lower score indicates more ethical.
(2) Only five sig diff were found for PRE-Exposure scores on the Sales Dimensions between universities, denoted by *.
(3) Only one significant difference was found for Pre-Post Exposure on the Sales Dimensions for Western University.
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